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Abstract
Good state image ensures smooth integration into global market and international political system. The major aim of this article 
is to analyze the importance of strategy for state image forming and to perform the comparative analysis of image formation in
Lithuania, Estonia and Finland. The logical method is used for making substantiated generalization of collected facts and 
formulating transitional and final research conclusions. The methods of comparative and case analysis, systematic (documents 
and legal acts) and scientific literature analysis were also applied. Scientists notice that nowadays states are setting a strategic 
goal of its image forming in their national strategies more often and achieving this goal by using public diplomacy and nation
branding. This article contains comparative analysis of Lithuanian, Estonian and Finnish cases of state image formation (creating 
a nation brand) which helped to point out the main problems of Lithuania’s image formation.
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Introduction
Good state image ensures smooth integration into global market and international political system, helps to attract 
more foreign direct investments, tourists and secures that country will gain the support of foreign countries and 
international organizations in solving various economic, political and security issues. In consideration to this, the 
major aim of this article is to analyze the importance of strategy for state image forming and to perform the 
comparative analysis of image formation in Lithuania, Estonia and Finland.
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The logical method is used for making substantiated generalization of collected facts and formulating transitional 
and final research conclusions. The methods of comparative and case analysis were used for analysing Lithuanian, 
Estonian and Finnish cases of image formation. The systematic (documents and legal acts) and scientific literature 
analysis was also applied.
This subject hasn‘t been comprehensively researched in Lithuanian academic literature so this article is based on 
analysis of works of foreign theorists and practitioners  (Aaker (1996), Anholt (2006, 2008, 2011), Dinnie (2008),  
Jansen (2011), Lee (2009), Leonard (2002), Melissen (2005), Rana (2009), Szondi (2008), Vicente (2004), etc.
Good state image secures that country will gain the support of foreign countries and international organizations in 
solving various economic, political and security issues. The research in the paper has shown that in XXI century 
even small states are used to set a strategic goal of image forming in their national strategies and achieve this goal 
by using public diplomacy and nation branding. Accordingly, it is important to answer to the research questions:  
what are the issues of contemporary small states image forming by using public diplomacy and developing nation 
brand? What are the main problems of Lithuania’s image formation?
1. Importance of strategy in forming the state image
Under the conditions of globalization, a positive image of the state makes a significant influence on all areas of 
the country’s life. A positive national image tends to enhance unity and public spirit of citizens, because respect and 
recognition of the country promotes sustainable cross-border relations, helps to break old-fashioned stereotypes and 
change inadequate opinions about that country. Accordingly, it stimulates greater demand of local products, 
strengthens tourism sector, forms a desirable destination for tourists, and expands the possibility to attract skilled 
professionals as well as foreign investment into the private sector. In addition, it ensures a more rapid economic 
recovery after the crisis, etc. (Team Finland: strategy 2014, 2013).
J.Vicente (2004) suggests that depending on economic, social and political climate and the state’s potential, the 
following trends of forming the state’s image are selected: via direct foreign investment, export, tourism and public 
diplomacy. J.Melissen (2005) maintains that they function by using similar methods, and the best results are 
achieved when those trends are used together with regard to the complementing disparities. Due to that fact, the 
formation of image is a priority, the success of which helps the countries to establish themselves in the global world.
According to S.Anholt (2008, 2011), in forming the national image it must be born in mind that most people tend 
not to change their opinion on a particular country, and their opinion may be adequate to the reality or absolutely 
distorted as formed on the basis of stereotypes, historic circumstances and relations with other states. In the cases 
when the opinion is changed, it changes gradually and the process may last for decades. Image formation is a long-
term process comparable to a collective project which brings results only in the long run, and requires a clear
strategy, the plan of action and coordination.
The state’s image formation is a sequence of collectively coordinated functional, emotional, communicative and 
strategic actions which stimulate associations in the world communities. People have some images and opinions 
formed in their minds on the country, both inside and outside it. The image is formed by summing up opinions of all 
interested parties in the world on the inhabitants, nature, language, culture, history, food, fashions, economy, etc. 
(Aaker, 1996).
The reputation of the country can be improved only in the long run, so, image formation has to be regarded 
consistently and strategically. There exist three main image formation elements: 1) strategy, i.e., the state has to be 
aware of how its image must be developed; it has to possess enough information on how the country is valued 
locally and internationally; it has to establish boundaries of actions and areas; it has to decide who is going to be 
involved in image formation as well as to define its purpose; 2) the content of actions, i.e., strategy has to be 
implemented via new economic, legal, political, cultural and education actions, for example, development of 
innovations and business, new legislation, reforms, investment and politics; 3) symbolical actions, i.e. actions to be 
assessed positively worldwide, for example, aid to neighboring countries, struggle for human rights, commitment in 
addressing climate change and environmental problems.
In the practice of national image formation, alongside with the image formation strategies, national brands are 
formed. A national brand is a unique, multivariate combination of elements based on cultural identity of the country 
which stimulates associations, helps to identify the state and separate it from other countries (Dinnie, 2008). Dinnie 
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(2008) suggests that branding is the ability of the state to gain recognition and achieve global competitiveness. O.C. 
Kyriacou and T. Cromwell (2004) focus on the ability to combine economic, political and social development within 
the country with successful integration into the world community on a global scale.
Even though branding is normally used as a commercial service within the organizations of the private sector, its 
principles are easily applied on a national scale. Of specific importance is the involvement of public in the image 
formation process. Only by creating favorable conditions for the public to influence the realization of international 
goals, it is possible to create a stronger feeling of national identity and promote social cohesion. However, if the 
government fails to achieve a common goal and create control mechanisms typical for brand formation vision in the 
private sector, the threat for national brand failure becomes real (Anholt, 2006).
K. Lee (2009) maintains that national branding belongs to the subjects of marketing and international relations. In 
terms of marketing, the “effect of the country of origin” (i.e., global recognition of locally produced and exported 
goods), which in the context of national brand is used as a means for the improvement of the national image, is of 
great importance.  K. Lee (2009) and S. Anholt (2011, 2006), however, suggest that in order to create the national 
brand it is necessary to take consistent management actions, i.e. to form the strategy.
2. Comparative analysis of the image formation cases for Lithuania, Estonia and Finland
With the view to realize the aim of the paper, the comparative analysis of the branding cases for Lithuania, Latvia 
and Estonia was carried out. As a result, the main problems related to the formation of the image of Lithuania were 
identified. Based on the practice of other countries, the guidance model of image formation and development for 
Lithuania was formed. The objects of comparative analysis were selected based on several features typical for the 
three countries, i.e. demographic statistics, economic potential, geographical situation and experience in national 
branding.
Accordingly, Table 1 represents the comparison of national branding in Lithuania, Estonia and Finland in 
developing the strategic conception of branding. Based on the comparative analysis, three main reasons which led to 
the more successful branding process in Estonia and Finland compared to Lithuania were identified. Firstly, Estonia 
and Finland established efficient and productive institutions which managed to work out the branding strategy and 
plans of action. In Lithuania, however, frequent change of work groups led to the failure in fulfillment of the task. 
Estonia and Finland have the approved strategy of branding, which is the basic condition for branding. Lithuania 
prepared the strategy, but it was not approved. Estonia and Finland involved the public in the project as the best 
cultural ambassador. The Lithuanian conception “Lithuania is a brave country”, however, was looked upon 
negatively by the public, and due to the inefficient usage of finances the public trust was lost. It is to be noted that it 
may cause some problems in the branding process in the future. Accordingly, it is appropriate to highlight some 
features of branding which give advantage to Estonia and Finland. Finland exercises public democracy and 
harmonizes its measures with branding, and Estonia was the first post-Soviet country to start national branding and 
which managed to learn from its own mistakes and from experience of Nordic countries. The efforts of former 
branding commissions, councils and other bodies in Lithuania were not efficient. Accordingly, our country lacks 
continuous branding traditions. That was also the outcome of the frequent change of governments and of the 
negative tradition, when the newly elected governments tend to neglect decisions and projects, though important and 
beneficial, made by the former governments.
Referring to the results of the comparative analysis, the major branding problems in Lithuania can be identified. 
Lithuania lacks strategic approach of the government to the national image formation and continuity of action. 
Accordingly, the branding strategy is not approved yet. Another problem is the shortage of finances and inefficient 
usage of resources (e.g. because of the absence of strategy, scattered procurement of individual means and 
instruments was practiced). The public trust was lost, because the state’s image was being formed chaotically and 
inefficiently. Further initiatives, therefore, were not accepted. Lithuania does not have an institution in charge to 
prepare a new or to update the former version of the strategy.
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Table 1. Comparison of national branding conceptions for Lithuania, Estonia and Finland
STATE NATIONAL BRANDING CONCEPTION AND ITS RESULTS
Lithuania
Branding strategy was worked 
out in 2005, though not 
approved. The institution in 
charge of branding was the 
Brand Commission of Lithuania 
(which replaced brand work 
group), abolished in 2009.
“Lithuania is a brave country”, 2007
Result: not realized and terminated in 2009.
Reasons for termination:
x Shortage and inefficient usage of finances;
x Absence of strategy;
x Change of governments;
x Negligible support by public;
x Inefficiency of coordinating and control institutions.
Estonia
Branding strategy worked out 
and approved in 2001. The 
institution in charge is 
“Enterprise Estonia”.
“Positively changing”, 2001 (the conception of national brand “Brand Estonia”)
Result: implemented and terminated in 2008.
Reasons for termination:
x Project was realized;
x Shortage of finances;
x Negligible support by public.
“Positively astonishing”, 2008
Result: realized, continued
Reasons for success:
x Two-directional communication: citizens of Estonia and foreigners (program ”We love Estonia”);
x Strategic trend of advance and innovations: e-government development (E-stonia);
x Trends of new strategic activity (tourism, business, investment, improvement of living conditions);
x Cooperation between the public and the private sector;
x Special attention to the public’s involvement in the process of branding .
Finland
Branding strategy was worked 
out and approved in 2010. The 
institution in charge is the 
Ministry of Foreign Affairs, 
Diplomacy Office: Finland’s 
Popularization Council (2008). 
Conception “Mission for Finland”, 2010
Result: realized, continued
Reasons for success:
x Realization of the conception is regulated in strategic documents of the government
x Efficient usage of the available resources: The program “Finish team” incorporating 72 
organizations worldwide was set up in 2011;
x The priority to ensure continuity of actions and strategic approach to the realization of the 
conception was set. The strategy for the year 2014 was worked out and approved in 2013.
x The public is involved in the creation and realization of the project.
Source: adopted by Algayerova 2010; Brand Estonia, n.d.; Jansen, 2011; 16. /LHWXYRV5HVSXEOLNRV9DOVW\EơV.RQWUROơ, 2009; Martišius 2009;
Ministry of Foreign Affairs of Finland, 2014; Moilanen, Rainisto, 2009; Team Finland: strategy 2014, 2013.
Having identified the main problems of branding followed by a comparison of Lithuania’s experience with that 
of other countries, it is possible to work out a recommendation model for the Lithuanian branding and development 
of public diplomacy (Fig.1). Since there is no institution in Lithuania which could be commissioned to form the 
brand and create its strategy, the establishment of the Public Diplomacy Department could be quite reasonable, 
which, following Finland’s example, is supposed to work in the following directions: to form the brand of Lithuania, 
to develop cultural diplomacy and to inform the public. Having carried out the analysis of branding policy, it 
became evident that in the former activity the public’s involvement in branding conception and realization was 
missing. Accordingly, a special attention should be paid to communication which can be expanded in three areas: 
the Lithuanian population, diaspora members and foreigners.
Lithuanian diaspora members should be involved in the communication area with regard to the fact that people’s 
migration has a great influence on the demographic situation of the country. The LR Government’s program “Global 
Lithuania” approved in 2011 for the period of 2011-2019 could be employed. The program provides foreign 
Lithuanians’ involvement in the life of the state. The main priority of the Government and the program is to 
establish an efficient network of global Lithuania to bring together people residing in Lithuania and abroad and 
those related to Lithuania in any way. According to K.Rana (2009), the involvement of diaspora in the life of the 
country is an essential area of public diplomacy, specifically, for small developing countries, where emigration 
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strongly affects economic and social climate within the state. The trust-based economic relations with the emigrants 
promote attraction of foreign investment by mediation; culturally, the state brand is extended to other countries; 
socially, it enhances cohesion within the state. By making use of the “Global Lithuania” network, the propagation of 
information on Lithuanian culture, tourism, current issues, investment environment, conditions of life, education, 
etc. can be carried out.
                    Communication direction
Fig.1. Guidance model for Lithuania’s image formation and development.
Source: prepared by the authors
“Global Lithuania” program bears some similarities with the “Finish Team”, since the organizations’ networks 
are set up worldwide, which can be effectively applied in Lithuania’s image formation. For better understanding of 
“Global Lithuania” network conception, several parts defined as diaspora network (Gudelis, et.al., 200) are to be 
identified: 1) The network of Lithuanian citizens residing abroad (above all, relating it with consular services); 2) 
“Partnership to Lithuania” network bringing together persons of Lithuanian origin, Lithuanian and non-Lithuanian 
nationality, but having no Lithuanian citizenship, also, “Friends of Lithuania”, i.e. persons having merits to 
Lithuania, though not related to it by origin; 3) network of professionals, i.e., businessmen, artists, scientists; 4) 
fellow-countrymen networks. The pointers in Table 1 indicate the areas of communication, i.e., it should be carried 
out in both directions to realize one of the essential conditions of successful public diplomacy, i.e. efficient 
feedback. Seeking smooth and efficient branding on the national scale, the process of branding actions can be 
divided into major steps. Above all it is needed to initiate a new conception of Lithuania’s branding, the brand 
formation priority should be represented in the Government’s strategic plans. A new institution should be set up, 
with the main function of branding policy formation and coordination of its realization, by combining functions of 
other institutions and organizations (similarly to “Enterprise Estonia” or public diplomacy department in Finland).
The vision of Lithuania’s image should be re-considered too. The survey of popular opinion on the country’s image, 
Lithuanian identity should be carried out with the view to find out the picture of Lithuania to be presented 
internationally. Seeking a successful implementation of the new vision, the new branding strategy involving clear 
aims and objectives, programs of actions and institutions in charge should be developed and approved. It is essential 
to provide a proper control and assessment mechanism. Ultimately, it is necessary to ensure continuity of measures 
irrespective of the change of political parties in the Government.
Conclusions
The comparative analysis of Lithuanian, Estonian and Finnish cases in forming the state image showed that 
branding in Estonia and Finland was based on the strategic approach to the country’s image. As a result, nation 
State image 
formation
DEPARTMENT OF PUBLIC DIPLOMACY
“Global 
Lithuania”
COMMUNICATION TRENDS
Foreign citizensLithuanian diaspora       Lithuanian residents
Tasks: Development of  
cultural diplomacy       
Public 
information
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branding traditions are developed and the continuity of activity is maintained. It is to be noted that those are not 
characteristic of Lithuanian branding policy, which can be considered as the main problem of image formation. The 
data collected show that the developed guidance model of image formation and development, with the Public 
Diplomacy Department as a responsible coordinating institution to fulfill the function of developing cultural 
diplomacy and informing the public, can ensure proper and consistent formation of the state image.
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